Since the enrolment of Turkey in the Customs Union, Turkish exporters start to explore the Hungarian market and day by day increased the volume of trade between those two nations. In this case, the location of Hungary had a significant role, not just for the internal market but also potential to have trade with neighbour countries. Today, partially, the opportunities in Hungary are starting to become noticed by Turkish entrepreneurs. In the last decade, the main characteristic of the Turkish in Hungary is that they went to this country as entrepreneurs. The main characteristic that distinguishes the Turks living in Hungary from other European countries is that they are entrepreneurs, not workers. The aim of this research is to reveal the differences between the perceptions of Turkish entrepreneurs and employees of Hungarian business environment and attitudes towards Turkish entrepreneurship. This study was carried out on a total of 102 participants who were divided into two equal groups in terms of the number of participants. In results, it has been found out that employees and entrepreneurs has been differed by educational level, duration time in Hungary and sector which they operate. In short, the motivation of employees to be an entrepreneur is low.
Introduction
The Hungarians, under the rule of the Ottoman Empire, were influenced by mutual cultural monuments and architectural structures during this period. Hungarian encounter with coffee, textile products and baths during the Ottoman period set grounds for the Hungarian and Turkish nations to reconnect with each other, effects of which can still be observed today (Acunaz, 2015) .
In the Republican era, the relations established between Turkey and Hungary have reinforced the views of the two allies on each other. During this period, much research on the common backgrounds of Hungarians and Turkish was carried out (Eckhart & Kafesoğlu, 1949) . The secondary kinship between the two nations, culture and language kinship were also revealed through research. The researchers of the two countries signed a partnership in this period. Armin Vambery was the pioneer of Turkish language education in Hungary. Hundreds of Hungarian engineers have come to Turkey to build bridges, roads and railways during the republic period upon Atatürk's invitation. Hungarian linguists were also involved in the formation of the new Turkish language. In addition, Hungarian Institute, founded in this period as a part of views of Turkish entrepreneurs and employees on the business environment in Hungary. In quantitative research, it is aimed to reach definite and generalizable results using numerical data. Because of the differences in the experimental groups and control groups, the model of the research was defined as the relational screening model. In the relational screening model, the researcher can examine the relationship between more than one variable or the variation between one variable and another variable (Gürbüz & Şahin, 2014 ).
Data collection
With the purpose of gathering the data, a pre-determined questionnaire was presented to entrepreneurs and employees in the research group. The questions have been asked by using a Google form in the Turkish language, which is native language of participants. The collection of data lasted 2 months.
Sample
The universe of the research is composed of all Turkish entrepreneurs and employees working in various sectors in Hungary. Participants of the survey constitute a total of 102 Turkish individuals, 51 entrepreneurs and 51 employees working in the food, logistics, textile and service sectors in Hungary. Considering the sample sizes that Yazicioglu and Erdoğan (2004) showed for different universe sizes, a sample consisting of at least 96 individuals work in an environment consisting of more than 100 individuals with the probability of p = 0.5 and q = 0.5 and confidence interval of α = 0.10. In order to reach the targeted sample, 60 entrepreneurs and 60 employees who work in Hungary were questioned, and it was considered appropriate to analyze the observations of 102 surveys without missing answers. Sampling of the study was chosen by accident sampling, also known as convenient sampling. According to this technique, the researcher collects data by questionnaire from the appropriate prospective subjects, who are easiest to reach, in order to provide the sample until the required date for the study (Gürbüz & Şahin, 2014) .
Demographic information of the responding entrepreneurs and employees is shown in Table 1 . This research has been conducted among female (24%) and male (76%) Turkish people who live in Hungary. Most of the participants are over 30 years old (63%). Some participants have high school (42%) degrees, while the remaining have bachelor and master/Ph.D. (58%) degrees. The participants have either been living in Hungary for 3 to 6 years (23%) or over 6 years (41%). The number of entrepreneurs (50%) and employees (50%) is equal. The participants' work sector can be sorted as food sector (46%), logistics sector (18%), textile sector (19%) and service sector (17%). Participants work in small size (46%), medium size (31%) and large size (23%) firms. As we can see from Table 1 , the bigger portion of the target audience for participants is retail and corporate clients (45%) while the smallest portion is corporate clients (20%). In addition, 76 head offices of firms are in Hungary while 26 head offices of firms are in Turkey.
Measurement
The survey was prepared for examining the perception of foreign Turkish entrepreneurs and employees of the Hungarian business environment. The questionnaire includes a scale consisting of 4 dimensions after demographic questions. In demographic questions, 13 questions have been asked to get more information. There are 18 items in scale to measure the perception of the Hungarian business environment and the attitudes towards Turkish entrepreneurship.
Testing reliability and validity
Factor analysis, which splits a variable into determined groups, depends on numbers to create new variables (Karagöz, 2016) . In this section, the number of factors and explanations of the pre-determined and categorized question pool items were examined using explanatory factor analysis. Then, the results of the reliability analysis of the items, which had been determined as the result of the factor analysis earlier, were examined. According to the explanatory factor analysis results, it was determined that the scale have a structure consisting of 4 factors. The KMO statistic is 0.748>0.500, which is sufficient. In addition, the total variance explained was 66%. As a result of the analysis which was made, total internal consistency coefficient α=0.867 was observed for all scales. Internal consistency coefficient was α=0.800 for the first subscale of the scale, α=0.787 for the second subscale, α=0.791 for the third subscale, and α=0.815 for the fourth subscale. Accordingly, it has been determined that scale sub-dimensions are highly reliable. While the first factor was named "Commercial Relations", the second factor was named "Attitude Towards the Turkish and Turkish Brands". The third factor was named "Attitude Towards Enterprise and Collaboration", and the fourth factor was named "Conditions for Commercial Life". Table 3 contains Kolmogorov-Smirnov Z test results and skewness-kurtosis values for the variables examined. The majority of the variables are distributed appropriately in a normal distribution (p> .05). Accordingly, it has been determined that the application of parametric analysis is appropriate. During the analysis process of acquired data Correlation Analysis, Independent-Sample T-Test and One way ANOVA was applied in terms of deductive statistics. Independent-Sample T-test intends to compare the mean of two samples independent of each other. One way ANOVA, also known as the F test, is applied to test whether the mean of the two groups is equal to each other. Correlation analysis is a statistical method used to determine whether there is a linear relationship between two variables; if there is, the direction and severity can be known (Gürbüz & Şahin, 2014) . According to the Independent T-Test results which can be seen in Table 4 ; considering gender as an independent variable, there is no statistically significant difference encountered in perception of commercial relations (t(100)=-0.898; p=.372), perception of attitudes towards Turkish and Turkish brands (t(100)=-0.808; p=.421) and perception of conditions for commercial life (t(100)=-0.028; p=.978) in Hungary (p>.05). However, considering gender as an independent variable, statistically significant differences were encountered in the perception of attitudes towards enterprise and collaboration (t(31.7)=-1.999; p=.048) in Hungary (p<.05). Based on the meaningful results, we have determined that male participants have a higher positive perception of attitudes towards enterprise and collaboration in Hungary than female participants. According to the Independent T-Test results, which can be seen in Table 5 , which considers age as independent variable, there is no statistically significant difference encountered in perception of attitudes towards Turkish and Turkish brands (t(100)=-1.926; p=.057), perception of attitudes towards enterprise and collaboration (t(100)=-1.574; p=.119) and perception of conditions for commercial life (t(100)=0.439; p=.661) in Hungary (p>.05). However, considering age as an independent variable, a statistically significant difference has been encountered in the perception of commercial relations (t(100)=-2.340; p=.021) in Hungary (p<.05). The results show that participants who are over 30 years of age have a higher positive perception of commercial relations in Hungary than participants who are between 18-29. According to Independent T-Test results, which can be seen in Table 6 , that considers education as an independent variable, there is no statistically significant difference encountered in perception of attitudes towards enterprise and collaboration (t(100)=1.290; p=.200) and perception of conditions for commercial life (t(100)=1.018; p=.311) in Hungary (p>.05). Nevertheless, considering education as an independent variable, a statistically significant difference has been encountered in the perception of commercial relations (t(100)=2.163; p=.033), and attitudes towards the Turkish and Turkish brands (t(100)=2.535; p=.013) in Hungary (p<.05). According to the results, participants who have a high school degree education have a higher positive perception of commercial relations and attitudes towards Turkish brands in Hungary than participants who have bachelor/master/ Ph.D. degree. According to Independent T-Test results, which can be seen in Table 8 , considering position as independent variable, there is no statistically significant difference encountered in perception of commercial relations (t(81.2)=-0.946; p=.347), perception of attitudes towards the Turkish and Turkish brands (t(85.2)=-1.331; p=.187) in Hungary (p>.05). However, considering position as an independent variable, a statistically significant difference has been encountered in the perception of attitudes towards enterprise and collaboration (t(92.8)=-2.708; p=.008) and perception of conditions for commercial life (t(96.1)=-2.811; p=.006) in Hungary (p<.01). According to the results, employee participants have a higher positive perception of attitudes towards enterprise and collaboration and conditions for commercial life in Hungary than entrepreneur participants. According to Independent T-Test results which can be seen in Table 9 , considering working hours/week as an independent variable, there is no statistically significant difference that has been encountered in perception of attitudes towards the Turkish and Turkish brands (t(100)=1.641; p=.104), perception of attitudes towards enterprise and collaboration (t(100)=1.894; p=.061) in Hungary (p>.05).
Data Analysis
In addition, considering working hours/week as an independent variable, statistically significant differences have been encountered in the perception of commercial relations (t(100)=2.212; p=.029) and perception of conditions for commercial life (t(99.5)=4.275; p=.000) in Hungary (p<.05). The results show that participants who work for 1-45 hour/week have a higher positive perception of commercial relations and conditions for commercial life in Hungary than participants who work for over 45 hours/week. One Way ANOVA results, which can be seen in Table 12 , show us that considering company size as an independent variable, there is no statistically significant difference encountered in perception of commercial relations (F(3-98)=0.474; p=.624), perception of attitudes towards enterprise and collaboration (F(3-98)=1.404; p=.250) in Hungary (p>.05). However, considering company size as an independent variable, statistically significant differences have been encountered in the perception of attitudes towards the Turkish and Turkish brands (F(3-98)=3.667; p=.029) and perception of conditions for commercial life (F(3-98)=5.162; p=.007) in Hungary (p<.05). According to our results, participants who work in large size firms have a higher positive perception of attitudes towards the Turkish and Turkish brands and conditions for commercial life in Hungary than participants who work in small-scale firms. According to One Way ANOVA results, which can be seen in Table 13 , considering target audience as an independent variable, there is no statistically significant difference encountered in perception of commercial relations (F(2-99)=0.771; p=.465), perception of attitudes towards the Turkish and Turkish brands (F(2-99)=1.288; p=.280) and perception of conditions for commercial life (F(2-99)=0.935; p=.396) in Hungary (p>.05). Nevertheless, considering target audience as an independent variable, a statistically significant difference was found in the perception of attitudes towards enterprise and collaboration (F(2-99)=4.162; p=.018) in Hungary (p<.05). The results show that participants who work in firms that target retail/corporate clients have a higher positive perception of attitudes towards enterprise and collaboration in Hungary than participants who work in a firm which targets retail and corporate clients separately. According to Independent T-Test results which can be seen in Table 14 , considering place of the head office as an independent variable, there is no statistically significant difference encountered in the perception of commercial relations (t(100)=1.102; p=.273), perception of attitudes towards the Turkish and Turkish brands (t(100)=1.263; p=.210), perception of attitudes towards enterprise and collaboration (t(100)=0.317; p=.752) in Hungary (p>.05).
However, considering place of the head office as an independent variable, a statistically significant difference has been encountered in the perception of conditions for commercial life (t(100)=-3.489; p=.001) in Hungary (p<.01). The results reveal that participants who work in firms whose head offices are in Turkey have a higher positive perception of conditions for commercial life in Hungary than participants who work in firms whose head offices are located in Hungary. According to Pearson Correlation results among entrepreneurs, which can be seen in Table 15 , there is a significant relationship between perception of commercial relations and conditions for commercial life (r(102)=.337; p<.05). There is also a significant relationship between perception of attitude towards Turkish brands and attitude towards enterprise (r(102)=.605; p<.01). Moreover, according to the Pearson Correlation results among employees, which can be seen in Table 15 , there is a significant relationship between perception of commercial relations and attitude towards Turkish brands (r(102)=.708; p<.01), attitude towards enterprise (r(102)=.790; p<.01) and conditions for commercial life (r(102)=.549; p<.01). There is a significant relationship between perception of attitude towards Turkish brands and attitude towards enterprise (r(102)=.801; p<.01) and conditions for commercial life (r(102)=.663; p<.01). Furthermore, there is a significant relationship between perception of attitude towards enterprise and conditions for commercial life (r(102)=.626; p<.01).
Conclusion
In this study, we have analysed perceptions of Turkish entrepreneurs and employees about Hungarian business environment and attitudes. We would like to remark the 4 results:
We have found out that participants' perception of commercial relations differs reasonably depending on age, education, working hours/week while it does not differ depending on gender, residence duration, position, average monthly income, working duration, sector, company size, target audience, place of the head office. It can also be observed from the results that the Turkish person who has been living in Hungary for more than 10 years has more optimistic views about the commercial relationship of the two countries.
Another result shows us that the perception of the Turkish and Turkish brands differs based on the education level of the participant, the sector in which they work and the size of the company; while it does not differ depending on gender, age, residence duration in Hungary, working position and hours per week, average monthly income, working duration, target audience, place of the head office of the participant.
Another of our results demonstrates that the perception of attitudes towards enterprise and collaboration differs reasonably based on gender, residence duration, position, and target audience while it does not differ depending on education, age, working hours/week, average monthly income, working duration, sector, company size, place of the head office.
Our study also reveals that the perception of conditions for commercial life differs reasonably depending on position, working hours/week, company size, place of the head office while it does not differ based on gender, age, education, residence duration, average monthly income, working duration, sector, and target audience.
When all the results are examined in detail, it would be fair to say Turkish entrepreneurs have a more realistic view than Turkish employees. At the same time, looking at commercial relations, it can be said that the perspective of Turkish entrepreneurs living in Hungary for a long time is more positive. In this case, the people who migrate between '90s and millennium period had analysed carefully market demand and had a successful entrepreneur story. Today, it is hard to rival in a competitive market. That could be one of the reasons for small number of young Turkish entrepreneurs in Hungary. In short, the motivation of employees to be entrepreneurs is seen relatively lower.
In addition, it would be fair to mention that people's opinion can differ based on their sectors. It is a known fact that some of the Turkish brands have a high positive reputation in Hungary such as the textile industry. As it has been aforementioned, the Hungarian people's encounter with textile was thanks to the Ottoman Empire. Thus, the Turkish have a good image on textile and related sectors. 
